





















学校编码：10384                        分类号      密级       




       博  士  学 位 
         诠释与创建：品牌美学的构建研究 
         ——基于审美沟通理论的品牌实践 
Interpretation and Creation: Construction Research 
 on Brand Aesthetics 
——Based on Aesthetic Communication Theory 
 in Case Study of Branding 
       贾丽军 
指导教师姓名： 陈培爱  教授 
专 业 名 称 ： 传 播 学 
论文提交日期： 2012 年 5 月 
论文答辩日期： 2012 年 6 月 
学位授予日期： 2012 年 7 月 
  
答辩委员会主席：           
评    阅    人：           






















































































另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的





























（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 






                             声明人（签名）： 


































































































With the development of the marketing environment and consumer behaviour, 
one corresponding marketing communication theory to guide branding is necessary in 
the era of experience economy. Meanwhile, studying the brand aesthetics increasingly 
draws the attention of the theoretical and practical circles. Through literature review 
will find that the previous related study is usually limited to one of the respect of 
Brand Esthetics, lacking of systemtic research of its theory, deep research of the 
innerrelation andaestheticinteraction between brand and consumers, and applied tools 
in how the esthetic strategy used in branding. 
Based on the above mentioned questions, the author found the followings after 
theconstruction research on Brand Aesthetics: 
1. Theoretical content: This study indicated the relationshipbetween Brand 
Aesthetics and other related subjects, difining Brand Aesthetics as applied aesthetics; 
built the brand aesthetic communication(BAC) model by communication theory; 
combining with the research results of esthetic psychology and artistic design to make 
the brandconsumer experience (BCE) model, revealing the micro relationship of 
Brand Aesthetics and consumer experience. 
2. Practical instruction: Providing the strategy of Brand Aesthetics from the 
view of brand management,this study puted forward the mapping relationship 
between the brand equitymanagement and Brand Aesthetics management; creatived 
Brand AestheticsCodes as appliedBrand Aestheticstools on branding, demonstrating 
by case study. 
3. Research methods: Since the most of research is verification of the theory, 
this research is focus on the theory innovation, providing a reference of methodology 
for building new theory .Fristly,the authorputed forward the proposition 
throughgrounded theory; andconstituted the theory through describing、interpreting 
and evaluating the aesthetic text; verified the theory is scientific and practical through 
case study in this paper. Secondly, the authorparticipates the aesthetic branding as the 

















paper combined the theory studyand creative workes, breaking the previous limitation 
to research methods such as theoreticaland logical deduction. 
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